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FINLAND A  MARKET  FOR  U.   S.   GOODS 


Finland  offers  an  excellent  opportunity  for  an  expansion  of 
American  trade  despite  the  fact  that  it  is  today  a  highly  competitive 
market.     This  is  the  consensus  of  the  recently  returned  first  U.   S. 
Trade  Mission  to  Finland  after  meeting  with  Finnish  businessmen  in 
group  and  individual  consultations  and  visiting  trade  centers,   in- 
dustrial plants,   and  wholesale  and  retail  establishments. 

The  objective  of  the  Mission  in  Finland  was  not  only  to  stimulate 
and  expand  two-way  trade  but  also   to  promote  tourism  and  investment 
possibilities.     In  carrying  out  these  objectives,    efforts  were  made  to 
assure  that  full  use  was  made  of  the  facilities  offered  by  the  United 
States  Government  to  expand  trade  as  well  as  the  extensive  knowledge 
and  experience  of  the  individual  members  of  the  Mission.     The  Mission 
served  not  only  as  a  temporary  addition  to  the  staff  of  the  United 
States  Ambassador  and  Commercial  Attache,  but  was  also  an  integral 
part  of  the  first  United  States  Trade  Fair  to  exhibit  in  Finland. 

Finland  has  had  long  standing  commercial  relations  with  the  United 
States.  Finland's  tight  dollar  exchange  position  during  the  years  follow- 
ing World  War  II  restricted  the  free  movement  of  American  goods  into  the 
Finnish  market.     Restrictions  on  trade  are  being  removed  rapidly  and  today 
restrictions  have  been  removed  for  a  high  percentage  of  American  goods. 
Financial  controls  on  current  transactions  have  been  liberalized  and  the 
climate  for  American  investments  is  being  improved. 

American  exporters  are  well  represented  in  Finland  and  American 
products  are  offered  for  sale  by  importers  who  buy  them  direct  from  the 
United  States,   or  from  European  subsidiaries  and  licensees  of  American 
manufacturers.      United  States  foreign  trade  statistics  show  that  exports 
of  American  goods  to  Finland  reached  a  value  of  $$6  million  and  U.  S. 
imports  of  Finnish  goods  hit  a  new  high  value  of  $52  million  in  i960. 

Figures  from  Finland's  foreign  trade  statistics  show  that  the  United 
States  was  Finland's  fifth  most  important  supplier  in  I960,  providing 
six  percent  of  total  Finnish  imports  as  compared  with  9»3  percent  in 
1937   (a  peak  foreign  trade  year  for  Finland  in  the  period  before  world 
war  II). 


The  Mission  observed  that  the  Finnish  is  not'  much  different  from 
the  American  market.     To  develop  and  expand  sales,   the   same  attention 
must  be  given  to  the  selection  of  energetic  distributors  equipped  to 
offer  good  service  and  maintain  adequate  supplies  of  replacement  parts; 
to  advertising  and  offering   reliable  firms  normal  credit  terms.      Finan- 
cial and  credit  information  on  Finnish  firms  is  available  to  American 
exporters  through  American  financial  institutions.     Leading    Finnish  com- 
mercial banks  have  established  connections  with  American  banks  which 
maintain  foreign  operations.     These  contacts  are  direct  or  through  the 
foreign  branches  which  many  American  banks   maintain  in  Paris  and  London. 
The  Foreign  Service  provides  considerable  information  for  the  use  of 
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American  exporters  through  the  facilities  of  the  Department  of  Commerce 
and  its  Field  Offices. 

Consumer  Goods 

The  consumer  goods  market  is  highly  competitive  in  Finland.  How- 
ever, the  Finnish  consumer  has  a  strong  preference  for  American-made 
products  -which  can  be  developed  into  increased  sales.  American  styles, 
quality,  and  design  are  definitely  favored.  American  exporters  of  wide 
varieties  of  consumer  goods  should  look  into  this  market.  Import 
restrictions  are  being  reduced  and  many  firms  do  not  have  any  connections 
with  U.  S.  exporters. 

During  the  United  States  Trade  Fair,  retail  dealers  in  Helsinki  were 
given  extraquota  licenses  for  $800,000  worth  of  American  products.  Pre- 
liminary reports  indicate  that  the  sale  of  the  American  products  was 
highly  successful.  One  of  the  leading  department  stores  drew  on  the 
experience  of  individual  department  stores  in  the  nearby  Scandinavian 
countries  which  had  already  put  on  "America  Week  Sales"  in  selecting 
merchandise  to  offer  during  the  "America  Today  Sale". 

During  the  period  after  the  World  War  II  when  imports  of  consumer 
goods  were  tightly  controlled,  Finnish  distributors  of  such  products 
became  accustomed  to  obtain  goods  from  local  and  continental  sources. 
A  number  of  American  firms  maintained  their  position  in  the  market  either 
by  entering  into  licensing  agreements  with  Finnish  manufacturers  or  serv- 
ing the  market  from  European  subsidiaries. 

Now  that  many  restrictions  on  imports  of  American  goods  have  been 
removed  or  relaxed,  there  is  increased  opportunity  to  sell  a  more  varied 
range  of  consumer  products.  Among  the  products  displayed  during  the  Fair 
which  appeared  to  have  appeal  may  be  mentioned  canned,  dry,  and  packaged 
foods,  women's  wear,  fine  textile  fabrics,  household  utensils,  power  tools, 
etc. 

Most  retailers  in  Finland  are  members  of  one  or  two  large  wholesale 
organizations.  The  wholesale  companies  are  owned  by  the  retailers,  and 
handle  groceries  and  soft  and  hard  lines  of  merchandise.  Cooperatives 
play  an  important  role  in  the  distribution  of  consumer  goods  in  Finland. 
The  larger  department  stores  in  the  cities  are  usually  independently 
owned  and  operated  and  are  modern  in  departmental  floor  layouts,  displays, 
and  freshness  of  merchandise. 

Machinery  and  Equipment 

In  the  industrial  field,  there  is  and  will  be  an  opportunity  for 
American  machinery  and  equipment  exporters  to  compete  for  both  retooling 
and  new  equipment  orders.  The  personal  contact  of  Mission  members  with 
company  executives  created  renewed  interest  in  American  industrial 
products.  It  was  found  that  such  products  have  a  good  reputation  for 
excellent  quality  and  performance. 
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The  Mission  found  that  although  there  was  considerable  plant  expan- 
sion and  modernization  under  way,  many  plant  executives  are  planning  new 
expansions.  This  has  particularly  been  true  of  metal  working  ard  textiles 
plants.  Finnish  industrialists  took  advantage  of  the  opportunity  to  draw 
on  the  expert  knowledge  of  the  individual  Mission  members.  The  Mission 
visited  a  considerable  number  of  plants  and  was  thus  afforded  an  excellent 
opportunity  to  discuss  the  relative  merits  of  U.  S.  machinery  and  equipment. 
The  Mission  feels  that  the  unbiased  comments  of  its  individual  members 
played  an  important  role  in  the  decision  of  the  respective  industrialists 
to  purchase  certain  American  equipment. 

As  an  example,  after  technical  discussions  with  an  official  of  one 
large  metal -working  plant,  who  had  been  considering  several  alternative 
sources  of  supply,  he  indicated  he  would  place  his  order  with  the  U.  S. 
firm  for  two  machins  tools  valued  at  $300,000.  The  same  situation  was 
experienced  with  other  plants  which  will  result  infirm  orders  for  an 
additional  $200,000  worth  of  U.  S.  equipment.  The  Mission  also  learned 
that  one  plant  director  is  seriously  considering  a  complete  shop  study 
which  is  expected  to  result  in  the  expenditure  of  a  million  dollars  in 
plant  modernization.  American  manufacturers  of  machine  tools  have  been 
placed  in  a  much  better  competitive  position  as  a  result  of  the  Mission's 
visit  to  this  manufacturing  establishment  because  its  technical  staff  now 
has  a  better  appreciation  of  the  merits  of  American  machine  tools. 

In  seminars,  the  Mission  explained  to  groups  of  Finnish  engineers 
the  latest  American  developments  in  plant  tooling,  the  use  of  numerical 
control,  ultrasonic  machinery,  and  many  other  new  methods  of  research  and 
development.  The  Mission  visited  a  modern  copper  smelter  and  rolling  mill 
during  its^tour.  It  was  apparent  that  the  rolling  mill  will  need  to  be 
retooled  with  the  latest  type  of  machinery  if  it  is  to  compete  success- 
fully in  a  larger  market  now  that  Finland  is  to  be  an  associate  member  of 
the  European  Free  Trade  Association.  This  also  offers  a  good  chance  for 
an  aggressive  American  builder  of  rolling  mill  equipment. 

At  one  of  the  finest  machine  shops  visited  on  the  tour,  the  Mission 
found  that  the  company  had  purchased  six  No.  2  millirg  machines,  eight 
radial  drills,  one  gear  hobber  and  ore  planer  within  the  past  six  months. 
The  Mission  was  informed  that  even  the  only  one  American  firm  which  had 
quoted  on  this  order  had  never  followed  up  the  quotation.  As  a  consequence, 
all  these  machines  were  purchased  from  European  suppliers. 

The  Mission  also  served  as  a  point  of  contact  for  many  American  exhi- 
bitors at  the  Trade  Fair  and  placed  some  of  them  in  touch  with  prospective 
customers  in  commercial  centers  outside  of  Helsinki.  These  exhibitors 
handled  restaurant  equipment  such  as  coffee  makers,  ice  cube  machines  and 
broilers. 
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In  order  to  take  advantage  of  the  renewed  interest  created  by  the 
Mission  in  American-made  equipment  aid  machinery,  United  States  firms 
must  follow  up  with  increased  sales  efforts.     The  Finnish  firms  repre- 
senting American  products  must  be  better  trailed  in  selling  the  American 
product.     The   Mission  found  that  too  often  Finnish  import  distributors 
handled  too  many  products  and  that  there  was  a  tendency  to  take  the 
easiest  course  of  selling  products  on  the  basis  of  price  alone.     This 
was  noted  especially  in  the  machine  tool  field.     Distributors  appear 
inclined  to  sell  the  lowest  priced  product  which  do  not  necessarily  suit 
the  best  needs  of  the  customer. 

Technical  Development 

Finland  has  a  small  electronics  industry.     Radio  and  television 
are  state-operated.     There  is  also  one  privately  operated  television 
station.     One  private  company  has  a  well  directed  staff  of  researchers 
in  the  field  of  electronics.     In  the  metal-working  industry,  the  Mission 
noted  a  lack  of  depth  in  engineering  and  research  skill.     The  textile 
and  ceramics  industry  devote  considerable  attention  to  developing  new 
styles  and  designs.     Plants  visited  revealed  that  there  is  a  strong 
interest  in  automatic  control  equipment.     Many  were  equipped  with  U.S. 
and  continental  automatic  controls.     This  field  appears  to  offer  a  conti- 
nuing outlet  for  American  exporters  of  such  equipment. 

Investment  and  Licensing 

Finnish  industry  is  seeking  foreign  capital  for  plant  improvement 
and  new  machinery.     Most  of  the  discussions  held  with  the  Mission  involved 
primarily  more  favorable  credit  terms  and  loans  for  the  purchase  of  ma- 
chinery and  equipment.     Finnish  commercial  barks  are  prepared  to  guarantee 
loans  running  for  shorter  or  lorger  periods. 

American  investors  interested  in  Finland  will  find  alert  and  aggressive 
business  executives.     An  investigation  of  the  country's  long  and  short-term 
debts,  its  earnings,  increased  savings  and  profits  will  all  show  a  favorable 
climate  for  investment. 

Increasing  trade,  normally  refers  to  the  increasing  of  sales  of  goods 
in  both  directions.     Trade  between  countries  usually  starts  in  this  manner, 
and  of  course,  continues  as  long  as  both  sides  find  it  practical  and  econo- 
mically sound.     Often,   as  the  countries  involved  in  trade  become  more 
industrialized,   the  trade  pattern  begins  to  change  involvirg  a  closer  tie-up 
between  the  countries,  with  companies  becoming  more  intimately  associated 
with  each  other,  financially,   sales,  manufacturing  and  engineering.     When 
this  transition  begins  to  take  place,  the  firms  involved  develop  licensing 
or  part  ownership  arrangements 0 
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This  transition  period  is  now  taking  place  in  Finland.     Many  Fin- 
nish industries  now  see  the  benefits  of  licensing  involving  U.   S, 
"Know-how."     They  see  ahead  in  the  immediate  future  the  needs  for  better 
product  designs,  lower  production  costs,  more  effective  sales  programs, 
increased  financing,   etc.,   all  being  forced  upon  some  Finnish  companies 
because  of  their  increased  competition  from  the  other  EFTA  countries. 

Finnish  industries  are  just  now  becoming  fully  aware  of  the  many 
advantages  to  them  from  licensing  associations  with  U.  S.   companies.     To 
the  U.   S.  companies  such  licensing  and  financial  associations  with  se- 
lected Finnish  companies,   represents  expanded  markets  and  economic  and 
reliable  additional  production  sources  which  can  supply  products  to  all 
of  the  Outer  Seven  countries.     Finland  can  supply  skilled  workers  and 
capable  management  and  should  offer  a  production  source  which  would  be 
competitive  with  other  European  countries. 


Advertising  and  Advertising  Methods  in  Finland 

Advertising  in  Finland  seems  to  be  well  advanced.     There  are     a  goodly 
number  of  advertising  agencies — concentrated  almost  entirely  in  Helsinki. 

Finnish  advertising  agencies  operate  about  as  do  agencies  in  the 
United  States — the  exception  being  that  Finnish  agencies  employ  about 
three  times  as  many  people  per  million  dollar  of  advertising  as  do  U.S.A. 
agencies.     In  the  larger  agencies,   depending  on  the  companies  they  repre- 
sent,  a  portion  of  their  volume  comes  from  products  imported  into  the 
country  direct  from  foreign  countries. 

Finland  is  the  only  Scandinavian  country  which  permits  the  broad- 
casting of  television  commercials.     Television  is  controlled  by  the 
government  and  is  relatively  new.     Many  companies  are  experimenting  with 
it.     The  quality  of  television  is  excellent  due  to  the  finer  line  picture 
that  is  projected.     Unlike  many  European  countries,  there  seems  to  be  few 
restrictions  on  the  use  of  commercials.     Broadcasting  tine  is  limited. 
During  the  winter  T.V.   is  broadcast  from  11  A.M.   to  3  P.M.   and  in  the 
evening  from  6  P.MC     to  10  P.M.     Commercials  are  permitted  between  programs 
and  there  is  a  period  of  concentrated  commercials  early  in  the  evening. 
These  seem  to  be  of  a  high  order  and  are  entertaining. 

Television  is  currently  confined  to  the  cities  in  the  southern  part 
of  the  country  but  the  northern  communities  such  as  Oulu  and  Rovanierai 
expect  to  have  good  T.V.   in  a  year  or  so.     Because  of  its  size,   this  will 
be  a  one  network  country.     T.V.    stations  in  Estonia,   Russia,   and  Sweden 
are  picked  up  in  various  parts  of  the  country  but  of  course  do  not  convey 
advertising.     Radio  does  not  convey  any  advertising. 
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There  are  many  newspapers  and  they  are  widely  read.  Circulations  are 
surprisingly  high.  For  example,  Joensuu,  with  a  population  of  about 
2£,000,  has  a  newspaper  with  a  circulation  of  32,000.  The  Helsingin 
Sanomat,  the  largest  paper,  has  a  very  effective  distribution  system 
whereby  their  paper  is  available  in  most  cities  of  the  country  at  the 
beginning  of  each  day. 

Magazines  are  numerous,  well  edited,  and  well  printed.  The  largest 
features,  articles  and  fiction.  The  next  two  seem  to  be  a  combination 
of  Life,  Look  and  Time. 

Billboards  and  print  of  sale  displays  are  also  of  superior  quality 
here  as  in  so  many  parts  of  Europe.  Posters  are  superior  in  quality  to 
our  own.  Trade  papers  differ  widely  from  ours.  They  have  to  be  quite 
general  since  most  industries  have  only  a  few  members.  Public  relations 
are  handled  by  separate  firms. 

To  sum  up,  advertising  methods  in  Finland  are  sufficiently  close  to 
our  own  so  that  the  American  manufacturer  will  find  little  hindrance  to 
the  traditional  promotion  methods  that  he  has  used  so  successfully.  How- 
ever, because  of  the  language  difficulties,  the  peculiarities  of  the 
market,  and  the  necessity  for  complete  understanding,  a  foreign  company 
should  not  try  to  handle  its  own  advertising  either  directly  or  through 
an  out  of  country  agency.  Local  agencies  are  available  in  number  and  of 
a  quality  to  give  the  importer  the  best  value  for  his  investment  in  this 
field. 

There  is  a  widely  held  impression  among  Finnish  businessmen  that 
advertising  in  the  United  States  is  too  costly  for  them.  This  the  Mission 
was  able  to  dispel  by  pointing  out  how  the  economical  use  of  the  trade 
press  would  in  many  cases  enable  them  to  reach  their  sales  objectives. 
This  seemed  to  be  a  new  idea  to  many  who  are  not  familiar  with  the  pos- 
sibilities of  a  strong  trade  press.  There  was  also  discussed  at  some 
length  the  city-by-city  development  of  markets  whereby  the  advertising 
is  practically  self-liquidating. 

There  was  considerable  interest  in  market  research  and  four  talks 
were  given  on  this  subject.  It  was  stressed  that  as  business  becomes 
increasingly  competitive,  product  and  consumer  research  will  become  more 
necessary  and  valuable.  The  Mission  tried  to  indicate  the  kinds  and 
types  of  research  in  magazines,  directories,  etc.,  that  would  be  most 
valuable  in  determining  whether  to  try  to  sell  in  the  American  market. 

Public  relations  is  not  yet  at  the  level  practiced  in  America. 
Marketing  help  from  an  agency  seems  to  be  a  new  idea  in  this  country 
as  well  as  research  on  an  organized  basis  from  an  agency. 


-  8- 


Tourism 


There  is  a  keen  interest  among  the  Finnish  people  in  visiting  the 
U.  S.  Finland  leads  the  world  in  per  capita,  percentage  of  travel  to 
the  United  States.   "Travel  USA"  is  an  accepted  slogan  among  most 
Finns  today.  The  main  task  of  the  Mission  was  to  outline  the  moderate 
cost  ways  of  travelling  in  the  U.  S, 

There  is  a  real  opportunity  for  American  hotels,  travel  agencies  and 
steamship  and  air  lines  to  develop  a  favorable  two-way  tourist  trade  with 
Finland  and  the  Scandinavian  area  through  cooperation  with  Finnish  na- 
tional and  local  tourist  associations,  trade  associations,  and  chambers 
of  commerce. 

Tourism  as  an  industry  is  not  highly  developed  in  Finland  and  it 
is  not  yet  receiving  the  recognition  that  it  deserves  as  an  economic 
factor  in  Finland »s  development.  Finland  has  all  the  natural  attrac- 
tions for  the  development  of  a  profitable  industry  but  considerable 
work  is  necessary  to  overcome  the  present  inertia  and  create  a  conscious- 
ness of  the  value  of  tourism  as  an  important  industry  before  Finland  will 
be  able  to  build  a  solid  tourist  business. 

Finnish  Export  Trade 

Finnish  manufacturers  and  exporters  sought  the  advice  of  the  Mission 
on  the  prospects,  methods,  and  most  effective  manner  of  promoting  Finnish 
products  in  the  United  States. 

Increasing  the  export  of  Finnish  goods  will  permit  an  increasing 
import  of  American  products  but  several  problems  were  recognized. 
Outside  of  paper,  most  Finnish  factories  are  limited  in  size  and  cannot 
accept  sizeable  orders.  Finnish  costs  are  high  so  that  Finnish  products 
are  unsuited  for  lower  priced  fields.  Finnish  plants  in  some  instances 
are  almost  unbelievably  diversified.  Then  there  is  the  problem  of  compet- 
ing with  the  giants  of  EFTA  and  the  common  market. 

The  Mission  believes,  however,  that  Finland  can  compete  in  the  U.  S. 
market  and  should  look  to  export  products  in  small  quantities  that  sell 
in  the  quality  market.  Manufacturers  should  concentrate  on  producing 
items  which  are  different  from  U.  S.  products  and  reflect  the  "Finnish 
Look"  in  all  cases.  It  is  believed  that  good  results  could  be  obtained 
through  the  cooperation  of  Finnish  firms  selliig  jointly  through  a  common 
sales  agent,  preferably  of  Finnish  nationality.  -Establishing  a  "Finnish 
House"  in  New  York  City  would  increase  the  possibilities. 

Among  the  items  which  the  Mission  believes  offers  Finnish  export 
opportunities  are  knitted  wool  sweaters,  woolen  travel  rugs,  scarves,  and 
novelty  woolen  products,  glassware,  ceramics,  silver  and  stainless  steel 
products,  chinaware  of  quality  and  cheaper  dinnerware  in  quantity,  Finnish 
design  furniture,  Finnish  cheese,  rye-crisp  type  crackers  and  breads,  and 
canned  herring  and  other  fish. 
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A  c  knowl gdgemente 

In  every  city  visited,  the  Mission  received  a  most  cordial  recep- 
tion from  all  persons  and  organizations.   The  very  active  interest  among 
Finnish  businessmen  in  stimulating  and  expanding  commercial  relations 
between  the  United  States  and  Finland  was  most  gratifying. 

The  Mission  wishes  to  express  its  appreciation  to  the  national  and 
local  Chambers  of  Commerce,  including  Junior  Chambers  of  Commerce  and 
Commercial  Clubs  in  the  cities  visited,  the  Finnish-American  Chamber  of 
Commerce,  the  Federation  of  Industry,  the  Finnish  Foreign  Trade  Association, 
and  the  Finnish  Tourist  Association  for  their  support  and  invaluable 
assistance.  The  staff  members  of  the  Finnish  Foreign  Trade  Association 
and  the  representative  of  the  Tourist  Association  who  travelled  with 
the  Mission  during  the  tours  rendered  most  valuable  service.   Thanks  are 
also  given  to  Government  officials,  national  and  local,  for  their  interest 
in  the  Mission.  It  was  a  real  pleasure  for  the  Mission  to  meet  with  the 
many  Finnish  businessmen  and  a  wonderful  opportunity  to  discuss  mutual 
commercial  interests.  Finally  the  Mission's  thanks  are  extended  to  the 
American  Embassy,  the  United  States  Information  Service,  and  especially 
the  Economic  and  Commercial  staffs  for  their  cooperation  and  assistance. 
The  extensive  arrangements  made  by  the  Embassy  contributed  immeasurably 
to  the  effectiveness  of  the  Mission. 


Statistical  Data 


Bumber  Attendance  Mission  Meetings. 

General  Meetings 

290 

Panel  Croup  Meetings 

155 

Other  (Receptions, 

Luncheons ,  Dinners , 

etc) 

5OO 
9^5 

Individual  Consultations. 

Export  Opportunities 

37 

Import  Opportunities 

22 

License  Arrangements 

11 

Plant  Visits 

40 

Other 

50 

170 
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